technical advances in the banking sector and each customer, through virtual technology, can do his/her banking operations easily and in the shortest possible time. Electronic banking is among the new banking technologies which offer many services to the customers without their physical presence in the bank (Bastic, 2012) . Ebanking has led to offering quick, complete, accurate and desirable services to customers around the world while the slowness of traditional systems deprives the banks of golden opportunities to attract more customers (Schneider, 2006) . Experts define e-banking as the use of Internet by banks to provide their customers with banking services, and the use of Internet by customers to organize, control, and carry out transactions on their bank accounts (Moghadasi, 2010) . However, some experts have proposed a more general definition and believe that the use of other tools and electronic channels such as mobile, phone, and digital TVs to inform, communicate and carry out banking transactions can be included under the definition of electronic banking (Gholipour Soleimani & Imani, 2010) .
In e-banking, different tools such as electronic money, electronic check, electronic wallet, different kinds of cards such as debit cards, credit cards, charge cards, ATM machine and POS system are used (Schneider, 2006) . But in recent years, developments related to the field of telecommunications have led to the extended use of mobile phones around the world. Accordingly, mobile banking, as another new tool of e-banking, has been provided to customers to facilitate the provision of services to them (Lee & Chung, 2009) . Today, the provision of banking and financial services through using mobile phones is one of the modern methods in providing banking services. Mobile banking, as a wireless communication channel, has been provided in the banking transactions for creating value by the customers (Titova & Girard, 2014) . The use of mobile banking facilitates customers' secure access to banking services without their physical presence, the use of Internet to provide banking services and operations and change different accounts of the customers, and the direct provision of new and traditional banking services and operations to customers through electronic communication channels (Gholipour Soleimani & Imani, 2010) .
Researchers have shown that when the use of a technology is delayed, then, per capita income, skills development, and productivity of the labor will be affected negatively (Anderson, 2010) . Since the number of mobile phones is much higher than personal computers, among other means of electronic banking, mobile banking is very welcomed around the world (Laukkanen, 2007) . However, Tanner (2008) found out that only 4% of 25 million users of the US banking services use mobile banking actively. Another study shows that only 12% of German users use their mobile phones to buy something or do their banking transactions (Tanner, 2008) . In Iran, despite intense efforts in the area of e-banking establishment during the last decades, it seems that these services are not welcomed by customers adequately (Fatemi-eArdekani, 2005) . Therefore, given the lack of interest in using this technology of electronic banking, it is necessary to identify the factors influencing the use of mobile banking in order to improve the use of electronic banking system, especially mobile banking.
Several factors affect the adoption of new technologies and, hence, the use of mobile banking. The most important technology adoption model was proposed by Davis in 1986 . According to this model, five main variables of technology adoption model include perceived usefulness, perceived ease of use, attitude, intention, and behavior. For example, researchers found out that there is a direct relationship between perceived usefulness and attitude towards usage (Hung et al., 2006; Salehi & Rezaei-moghadam, 2009 ). In addition to the Davis model (1986) , Ragers (1995) showed that innovation features such as compatibility, relative advantage, complexity, testability and visibility can contribute to the adoption and application of innovation. Moreover, Venkatesh and Davis (2000) , using technology adoption model as the initial model, added some new theoretical constructs such as social effects (social norms) and processes of cognitive tools (employment relationship, output quality, provability of the results, and ease of use) to the model. They also believe that organizational factors such as availability of support, security and privacy, and the features of the system and web can affect technology adoption (Bandura, 2001 ). Other researchers believe that demographic factors such as gender, age, income and educational levels can influence technology adoption (Saleh-ahmadi, 2011) . According to what was said, each of the traditional and new presented models in the area of technology adoption has introduced different factors. Since it is difficult to take into account all the factors in the field of using mobile banking services, using several known theories proposed in this area and observations on psychological, demographic and personal characteristics of mobile banking users and technical features of these services, there was an attempt in this study to develop the conceptual model of the study through combining the models proposed in previous researches. According to various researches conducted in this field and modeling other studies in the area of mobile banking, particularly multiple models of technology adoption, and based on interviews with professors and banking experts, this model has been designed as a native and comprehensive model to identify factors affecting the use of mobile banking services in the banking industry of Iran. According to literature review, the factors affecting mobile banking technology can be considered in four general categories: 1) personal factors; 2) social factors; 3) technological factors; and 4) organizational factors. Personal factors include previous experience and knowledge of technology; social factors include subjective norms regarding technology, trust in technology and the need for interaction; organizational factors include the availability of support, security and privacy, and the features of the system and web and, finally, technological factors include perceived risk, perceived cost, perceived reliability, service quality and accessibility (Davis et al, 1992; Rezaei et al., 2012; Maleki & Akbari, 2010; Piralidehi et al., 2013) .
Therefore, this research proposes a hybrid model for technology adoption of mobile banking. Hence, through using Davis model as the basis and reviewing other models in the area of the adoption of new technologies, this research intends to investigate the impact of personal, social, organizational, and technological factors on the adoption of mobile banking technology. To this end, the factors affecting the adoption of mobile banking technology will be explained in the theoretical bases section. Then, empirical literature of the research will be reviewed.
Research methodology will be discussed in the next section and, finally, after analysis of data, conclusions and recommendations will be presented.
literAture reView

Mobile banking technology in iran
Mobile banking is another tool developed recently in the field of electronic banking. This approach is actually the developed form of Internet and home banking (Hassanzadeh & Pourfard, 2003) . In fact, financial services became possible in the digital world since the advent of wireless Internet and Internet banking concept has been expanded into the mobile world. Mobile banking is a new method to access banking services via a channel based on which customer uses a mobile device and interacts with the bank and is able to have access to banks, accounts, and many other financial services. Using mobile banking, one can do many banking operations such as checking account balance, stop the payment of checks, transfer money from one account to another, and so forth (Hassan-zadeh, 2003) . Mobile banking services first were provided through SMS (SMS-based banking), but today mobile banking can be implemented via SMS, installable applications, mobile web browsers and unstructured supplementary services data (Karkhaneh & Mohammadi, 2012) . In general, mobile banking services, in terms of the communication type, can be divided into four groups of notifications and alerts (in order to inform the customer of the transaction performed or should be performed), information (information about transactions and account balance in certain times), requests (send a request by customer about an specific transaction or account), and money transfer (transfer funds between a customer's accounts or paying a third party) (Vafaei, 2010) .
Currently, mobile communication network and mobile technologies are increasingly and widely used by the public which can provide the ground for using mobile banking services. According to available statistics, the diffusion of mobile devices is higher than any other technology (Vafaei, 2010, p. 32) . Today, many banks around the world provide their customers with mobile banking services. The main motivation of the Banks for providing mobile banking services is to have effective distribution channel and reduce operating costs (Sarfarazi, 2009 ). In Iran also many public and private banks have started to offer mobile banking services and now customers can have access to these services through various banks (Vafaei, 2010).
determinants of Mobile banking technology Adoption
Given the fact that it is so difficult to take into account all the factors in the field of using mobile banking services, using several well-known theories proposed in this area and observing psychological, demographic and personal characteristics of the users of mobile banking services and technical characteristics of these services, the conceptual model of the research has been obtained which is a combination of the models offered in previous researches. According to various researches conducted in this field and modeling other studies in the area of mobile banking, particularly multiple models of technology adoption and based on interviews with professors and banking experts, this model has been designed as a native and comprehensive model to identify factors affecting the use of mobile banking services in the banking industry of Iran. Based on literature review, the factors affecting mobile banking technology can be divided into four general categories: 1) personal factors; 2) social factors; 3) technological factors; and 4) organizational factors (Davis et al, 1992; Rezaei et al., 2012; Maleki & Akbari, 2010; Piralidehi et al., 2013) .
personal factors
One cannot easily overlook the importance of the relationship between demographic variables and technology. If organizations are going to succeed in gaining and maintaining competitive advantages, they have to consider demographic variables as they are. Several studies have found that demographic variables affect technology adoption. Selwyn et al. (2003) , for instance, concluded that the rate of computer use varies by gender and age. Likewise, Donnelly (2004) found out that there is a positive relationship between e-commerce adoption and demographic features of the age and gender. While many studies consider such demographic variables as mediating and intervening variables, there are still a few studies which consider these variables as predictive factors in technology adoption model. Dickerson (2003) found that women do not trust the websites, interpret the information taken from the websites, and use Internet to search information professionally and non-professionally. On the other hand, men adopt technical approaches, use Internet as a power and information source, use Internet more than women, and look for financial information. There is a general feeling that older people often have negative feelings towards computer and various studies have confirmed it. Matilla et al (2003) , for example, found that older people are not generally among the first to adopt the technology. These studies showed that younger people, more than older ones, have a relationship and collaboration with technology. Knight and Pearson (2005) found out that age and sex cannot predict employees' use of computers. These researchers found that age and sex have no negative effect on computer use. The impact of the users' education level on the use of new technology has been proven in various studies (Elahi et al., 2010) .
social factors
In this study, social factors include confidence/trust in the technology, the need for interaction and subjective norms regarding technology which will be explained in continue:
1.Perceived trust: Many studies in the area of distribution channel communication define trust as the level of belief a partner has in the honesty and benevolence of his/her business partners and other issues related to this concept (Taghavi-fard et al., 2012) . Risk and perceived trust are contiguous concepts which have been frequently diagnosed as the key barriers to the adoption of e-banking services. Kim et al. (2009) proved that when mobile banking is perceived more risky than normal banking, the person's initial trust in the services is considered as a factor necessary for the use of mobile banking. Koenig et al. (2010) concluded in their study that there is no direct relationship between trust and the intention to use mobile banking; on the contrary, this factor, through compatibility and perceived risk directly influences the intention to use mobile banking (Behboudi et al., 2013) .
The need for interaction:
Need for interaction is appropriate to create and maintain a personal relationship during the time when a user uses personal services. Those who use mobile banking services, are normally business customers who make their payments through this technology and remain business customers till they are doing their banking operations. At this interval, there appears an interaction between the customers of mobile banking and its providers and this kind of interaction increases the amount of adoption of mobile banking services by the customers. Wessels and Drennan (2010) evaluated the effect of need for interaction on the intention to use and found that there is a negative relationship between interaction and intention to use. In this research, the need for interaction is defined as the customer's faceto-face give and take with a bank's employee and this question arises that to do banking operations and have confidence, if people need to have face-to-face interaction with the bank employees or mobile banking have filled this gap. Therefore, those who have a greater need to have face-to-face interaction will use mobile banking services less (Taghavi-fard et al., 2012) .
3. Subjective norms: refer to the social pressure perceived by the person to do or not to do the target behavior. People often do and act based on their perception of what others (friends, family, colleagues, etc.) think, and their intention to accept a behavior is potentially influenced by people with whom they have a close relationship (Mathieson, 1991) .
organizational factors
Organizational factors refer to the features by which the provider of mobile banking technology, through adopting policies and programs, tries to encourage customers to use this technology more and more. Among the components of organizational factors mention may be made of the availability of support, security and privacy, the system and web features, and the availability of infrastructure and services.
1. Security and privacy: The biggest challenge in the adoption of information technology is the security-related issues. Confidence in the security and reliability of communication and information technology is an essential issue. On the other hand, if the privacy of people is violated, it will influence the trust of citizens negatively. The risk perceived by customers regarding the use of mobile banking or, rather, the amount of loss or profit they realize, is one of the factors affecting the adoption of mobile banking (Elahi et al., 2012) .
The availability of support:
Considering support mechanisms and supportability of the systems is another determining important factor in the adoption of mobile banking. These mechanisms come to the help of customers in the absence of awareness of the used technology or in case of unforeseen events (Hung et al., 2006) .
Features of the system and web:
Features of the used systems and the information contained in them are among the factors affecting the adoption of information technology. Effective communication, site design and its content are among the key factors determining the perceived quality of e-services. A number of sites because of the lack of appropriate customization and support of the users are not used fully. The lack of applicable procedures and programs which can be used by citizens is considered as one of the weaknesses of the mobile banking technology development.
Availability of infrastructure and availability of services:
The establishment and development of electronic systems requires the availability of infrastructure. Governments face the lack of necessary infrastructure as a major obstacle to electronic services. On the other hand, the availability of services has been considered as a factor which influences the adoption of technology (Homner & Al-ghahtani, 2009 ). In this regard, access to computer and Internet networks is very significant. The availability of services stimulates the users and makes them use technology.
In addition to the four mentioned factors, there are some other indicators which have been obtained from other models as mediator variables and influence the process of the adoption of mobile banking technology; among these factors mention may be made of perceived usefulness, perceived ease of use and intention to use. These components have been mentioned in many models of mobile banking technology adoption and will be explained in continue.
technology factors
Technology factors have been considered based on the model of duty-technology fitness in this model. Technologies are tools which are used by individuals in performing their duties. Technology features refer to the features which can be used to perform the customers' duties. Mobile banking, compared with other banking methods such as Internet and traditional banking, leads to more fitness of duty-technology for mobile users who are constantly commuting (Zhou et al., 2010) . Among the components of technology factors mention may be made of perceived risk, perceived cost, perceived credit, and the quality and availability of services.
1. Perceived risk: Some research conducted on the adoption of new technologies such as mobile banking have shown that perceived risk of a technology plays an integral role in adopting it. Risk has even a much higher importance in the use of mobile banking services, because the mobility of mobile banking services increases its security threat. Because of the telecommunication property of mobile banking services, the use of mobile banking is more risky than fixed devices. Lovelock et al. (2001) reported that the likelihood for adoption of and satisfaction with received services is high when the risk of using them is low. Wu et al. (2007) concluded that there is a significant relationship between perceived risk and the intention to use mobile banking services. Wessels and Drennan (2010) evaluated the effect of risk factor on the attitude towards the use of mobile banking services. They concluded that this variable has a significant negative impact on the attitude towards and finally the use of mobile banking service (Behboudi et al, 2013) .
Perceived cost:
The cost of acquisition and use of new technologies is one of the obstacles to the adoption of these technologies. Additionally, to determine the actual costs and measure the costs of acquisition and the use of new technologies, selectors face with a range of a relatively hidden transaction costs which probably influence the adoption of mobile banking. Previous studies have concluded that the perceived costs can be a major obstacle to the adoption of mobile banking. Wu et al. (2007) found out that costs have a significant negative impact on behavioral intention to use mobile banking. Wessels and Drennan (2010) concluded in their research that there is a negative relationship between perceived costs and the intention to use mobile banking services (Das & Teng, 2001) .
Perceived credit:
Credit is another factor influencing the adoption of IT services. Credit is defined as the reliability of a system and the ability for doing transfers and transactions (Erdem & Swat, 2004) . Koeing Louise et al. (2010) concluded that credit has a significant negative effect on risk and, finally, an indirect effect on the intention to use mobile banking. Wang et al. (2008) concluded that there is a significant positive relationship between perceived credit and the use of mobile banking services.
perceived usefulness and perceived ease of use
According to Davis et al (1992) perceived usefulness is defined as the subjective probability of using a technology which can enhance individual performance. Perceived usefulness is known as a key factor which has a significant positive relationship with the attitude towards mobile banking and the intention to use it. For example, perceived usefulness affects positively the adoption of Internet services via mobile phones (Chiu et al., 2005) . According to Vanktash and Davis (2000) , perceived usefulness is not only important in the adoption of the system information and its calculation, but also is effective in trade and business through mobile phone technology. In technology adoption model, perceived usefulness means that using a special system to what extent increases one's performance (Behboudi et al, 2013) . According to Tan and Teo (2000) , perceived usefulness has been recognized as an important factor in determining the adoption of a new technology. Likewise, according to Battacherjee (2002) , users use a special system to perform their transactions when they have already understood the use of it or it is perceivable for them. KoeingLewis et al. (2010) evaluated the effect of perceived usefulness on the intention to use mobile banking and concluded that there is a positive relationship between this variable and the intention to use. Karahanna and Agarwal (2000) showed that perceived usefulness and ease of use influence behavioral intention both directly and indirectly. Szajna (1996) demonstrated that perceived usefulness directly affects the intention to use, while ease of use affects the intention to use indirectly and through perceived usefulness. Chen et al. (2004) reached a similar conclusion and claimed that perceived usefulness, as an infrastructure, has a direct effect on the intention of use. Therefore, it can be said that perceived usefulness is an effective factor in the adoption of mobile banking technology (Behboudi et al., 2013) .
Perceived ease of use refers to the user's tendency of use in which the user expects to make no effort in using the intended system (Davis et al., 1989) . Vast and extensive researches have been done about the effects of perceived ease of use on the adoption of mobile banking technology and attitude towards it. Moreover, in many studies, researchers have claimed that both perceived usefulness and perceived ease of use not only are considered important factors in the adoption of a technology, but also affect the long-term use of that technology. In early researches, perceived ease of use investigates the behavior of users through perceived use either directly or indirectly. According to some studies, perceived ease of use is related to the success and quality of the information system and customer's satisfaction as well. Ease of use is typically concerned with intrinsic features of information technology (Ramayah & Lo, 2007) . Evidences suggest that there is a positive relationship between perceived ease of use, attitude towards, and intention to use mobile banking technology. Hence, perceived ease of use has a significant positive effect on attitude towards and, finally, on the intention to use mobile banking technology (Wessels & Drennan, 2010) . Kim et al. (2009) investigated the effect of initial trust on the adoption of mobile banking technology by customers. According to them the indicators of initial trust include relative advantages, structural warranty, brand reputation and the individual's willingness to trust. The results showed that perceived trust has had a positive effect on the adoption of mobile banking technology. Amin Hanudinet al. (2006) , using technology adoption method, conducted a research to identify the factors which affect the decisions of bank customers in using mobile banking technology. The variables used in this research include perceived reliability, perceived ease of use, perceived self-efficacy and social pressure. Statistical sample of this study consisted of the banking customers in Malaysia who owned a mobile phone but did not use mobile banking yet. According to the results, social pressure had very little impact on the decision to use, while ease of use had a significant effect on this decision. In addition, a direct relationship was observed between self-efficacy and the intention to use mobile banking and it was found that the credit provided by mobile banking can have a positive impact on the intention to use mobile banking technology. Using DeLoneMcLean Model (model for the success of information systems), Lee and Chung (2009) investigated the factors affecting the users' trust in and satisfaction with mobile banking technology. Riquelme and Rios (2010) examined the effect of gender on the adoption of mobile banking. In their model, they considered the factors of risk, ease of use, usefulness, relative advantage and social norm and showed that risk, usefulness and social norm have the greatest impact on the adoption of mobile banking; they also showed that ease of use in women and relative advantage in men have the most impact on the adoption of mobile banking. Social norm also was more effective in women than in men. Wessels and Drennan (2010) examined the factors affecting the adoption of mobile banking. In this model, the factors of ease of use, usefulness, cost, risk, compatibility with lifestyle, and the need to interact with employees were recognized to be effective in the adoption of mobile banking technology. Taghavifard and Torabi (2010) identified and ranked factors affecting the use of mobile banking services by customers. According to the results, among the features of mobile banking technology, the variables of compatibility/adaptability, cost of use, testability and usefulness were the most effective ones respectively. One the contrary, complexity and perceived risk had little effect. Likewise, among psychological characteristics, risk and thinking about change were effective variables respectively, while opinion leadership had no effect. Rezaei et al. (2012) examined e-shopping intention based on the expansion of adoption technology model. The findings indicated that security, ease of use, adaptability and usefulness are significant predictors of attitude towards e-shopping intention, and normative beliefs have positive effect on eshopping intention. Kim et al. (2010) proposed a model about the factors influencing the adoption of payments through mobile phone. The results showed that ease of use and usefulness are the two main causes of adoption; compatibility was not the main reason almost for all respondents, and there was a relationship between the people's feeling towards ease of use and their knowledge about payments through mobile banking. Moreover, personal innovation has had an impact on the observed ease of use. Ashtiani and Asadi (2011) examined the factors affecting the adoption of mobile banking among the customers of Parsian Bank in the city of Arak. In this study, the effect of perceived usefulness and perceived benefits on attitude towards the use of mobile banking was not confirmed. The results showed that perceived ease of use, as one of the defaults of people attitude towards the use of mobile banking, has an effect on the intention to use this new banking service. Ghorban Zadeh et al. (2013) , using meta-analysis approach, examined the factors influencing the adoption of information technology in Iran. In this study, using comprehensive metaanalysis (CMA) software for data analysis, 19 studies were selected in connection with the adoption of information technology in Iran and 21 hypotheses and variables were chosen. The results of meta-analysis showed that the variables of employee empowerment, the extent of the use of technology, perceived ease of use and perceived usefulness have the highest impact on the adoption of information technology in Iranian organizations. According to the research conducted by Wang et al. (2008) in the theoretical framework of Davis technology adoption, they entered a new variable into the initial model which was called sense of confidence; this new variable reveals users' concern regarding security and privacy issues in making decision for the adoption of Internet banking. This study investigated the effect of computer selfreliance on the behavioral intention of users through the variables of applicability, ease of use, and confidence. From the viewpoint of users, the variable of ease of use has had the greatest impact in shaping behavioral intention of customers. After this variable, the variables of sense of confidence and sense of applicability have the next ranks respectively. Konjkav Monfared and Mirhossein (2014) examined the factors influencing the adoption of mobile banking technology by the customers of the Saderat Bank branches in Yazd. The results showed that all the factors identified in the model have direct or indirect effect on users' actual use of mobile banking technology. Accordingly, the variable of perceived benefits was the most effective factor. Riquelme and Rios (2014) examined the effect of gender on the adoption of mobile banking. In their model, they considered the factors of risk, ease of use, usefulness, relative advantage and social norm and showed that risk, usefulness and social norm have the greatest impact on the adoption of mobile banking; they also showed that ease of use in women and relative advantage in men have the most impact on the adoption of mobile banking. Social norm also was more effective in women than in men.
reseArcH bAckground
conceptuAl Model And HypotHeses
Based on the explanations provided in the previous sections, individual factors such as previous experience and knowledge of technology, social factors including subjective norms regarding technology, trust in technology and the need for interaction, organizational factors including the availability of support, security and privacy, and features of the system and Web and, finally, technological factors, including perceived risk, perceived cost, perceived reliability/credit, quality and accessibility of services have been considered in this research. Hence, the aim of this study is to investigate the effect of these factors on perceived usefulness, perceived ease of use, attitude towards the use of technology, and intention to use technology. In this regard, the model of the current research is presented based on the previous studies and the theories and models proposed in the literature review section. Using the model of Davis and combining it with other presented theories and models, the hybrid model of the research is like the figure 1 . Considering the conceptual model, the research hypotheses are as follows:
1. Individual/personal factors (including previous experience and previous knowledge) have effect on perceived usefulness of mobile banking.
2. Individual/personal factors (including previous experience and previous knowledge) have effect on perceived ease of use of mobile banking.
3. Social factors (including subjective norms regarding technology, trust in technology and the need for interaction) have effect on perceived usefulness of mobile banking.
4. Social factors (including subjective norms regarding technology, trust in technology and the need for interaction) have effect on perceived ease of use of mobile banking.
5. Organizational factors (including the availability of support, security and privacy and the features of the system and web) have effect on perceived usefulness of mobile banking.
6. Organizational factors (including the availability of support, security and privacy and the features of the system and web) have effect on perceived ease of use of mobile banking.
7. Technological factors (including perceived risk, perceived cost, perceived reliability, service quality and accessibility) have effect on perceived usefulness of mobile banking.
8. Technological factors (including perceived risk, perceived cost, perceived reliability, service quality and accessibility) have effect on perceived ease of use of mobile banking.
9. Perceived usefulness has impact on attitude towards the use of mobile banking.
10. Perceived ease of use has impact on attitude towards the use of mobile banking.
11. Attitude towards the use has impact on the intention to use mobile banking.
12. Intention to use has impact on the use of mobile banking.
MetHodology
The current research, in terms of objective is an applied research and in terms of collecting and analyzing data is a descriptive and correlational one, because it describes the situation of the variables and the relationships among them and, using statistical analysis techniques, tests and explains the relationship between the variables.
The population of the study consists of the customers of public and private banks in the city of Ardabil who at least once have used mobile banking technology. According to the infinity of the statistical population, with the assumption of infinite population, Cochran formula was used as follows to determine the sample size:
(1)
In this equation, e and Z a/2 stand respectively for the error sentence and normal distribution at the level of α; P and 1-P stand for the possibility of success and failure respectively; and n is the minimum sample size. Confidence level has been considered 95% in this research. Given the large population of the study, using the mentioned formula, the sample size was estimated as 384 subjects. Members of the sample were selected through visiting different branches of the intended banks. Table 1 shows the members (banks) of the population and the samples selected from each bank.
Two methods have been used for data collection: library method for the formulation of the literature, and field method for the collection of data from the sample. Data collection tool is a standard questionnaire. The resources used to adjust the questionnaire for each variable are shown in table 2.
The questionnaire validity assessment was performed using face validity method. That is, the questionnaire was given to some faculty members and experts and their views were considered on the validity of the items used to measure each variable. The reliability of the questionnaire was also tested using confirmatory factor analysis the results of which are presented in the research finding section.
Several different methods are also used for data analysis. To this end, first, KolomogrovSmirnov test is used for normal distribution of data. In the case of data normality, the reliability of the questionnaire is assessed using confirmatory factor analysis. Finally, the research hypotheses are tested based on structural equation modeling and path analysis model and using AMOS software. (Davis et al, 1992; Oren & Dahlberg, 2008; Rezaei et al., 2012; Maleki & Akbari, 2010; Piralidehi et al., 2013) 
results
To test the research hypotheses, first, normal distribution of the variables is assessed. In the present research, Kolomogrov-Smirnov test have been used to assess normal distribution of data. Table 3 shows the results of this test.
According to the results of the table 3, significance level is more than 0.05 for all variables indicating that the variables have a normal distribution and parametric statistical methods can be used to test the research hypotheses.
Before testing the original model and the research hypotheses, using factor analysis method, the measurability of the research variables is assessed by the questions of the questionnaire. Table 4 shows the results of the first order confirmatory factor analysis based on the research questionnaire.
The results of the table 4 shows that significance level is smaller than 0.05 in all questions. Thus, it is concluded that the questions of the questionnaire have a good condition and have the ability to measure the research variables. In order to test the research model, path analysis method has been used. Figure 2 shows the results of estimating the relationship between the variables based on path analysis model. Significance level of the impact of organizational factors including the availability of support, security and privacy, and features of the system and web on perceived usefulness of mobile banking is smaller than 0.05 and their regression coefficient is positive. Therefore, it can be said that these factors can improve perceived usefulness of mobile banking. Hence, the fifth hypothesis is confirmed. Similarly, significance level of the impact of organizational factors on perceived ease of use of mobile banking is smaller than 0.05 and their regression coefficient is positive.
Hence, it can be said that these factors improve perceived ease of use of mobile banking, and the sixth hypothesis is confirmed too.
Among the technological factors, significance level of the impact of perceived cost and perceived credit on perceived usefulness of mobile banking is smaller than 0.05 and their regression coefficient is positive. Thus, it can be said that perceived cost and perceived credit can improve perceived usefulness of mobile banking. However, significance level of the impact of perceived quality and availability on 63 B.A. Nouri / SJM 14 (1) (2019) 49 -75 Thus, it can be said that perceived usefulness can lead to the improved attitude towards the use of mobile banking. In this regard, the ninth hypothesis is confirmed. Likewise, significance level of the impact of perceived ease of use on attitude towards the use of mobile banking is smaller than 0.05 and its regression coefficient is positive. Therefore, it can be said that perceived ease of use of mobile banking can lead to improved attitude towards the use of mobile banking. Accordingly, the tenth hypothesis is confirmed. Significance level of the impact of attitude towards the use of mobile banking on intention to use mobile banking is smaller than 0.05 and its regression coefficient is positive. Therefore, it can be said that attitude towards the use of mobile banking can lead to improved intention to use mobile banking. Hence, the eleventh hypothesis is confirmed. Finally, significance level of the impact of intention to use mobile banking on the use of mobile banking is smaller than B.A. Nouri / SJM 14 (1) (2019) 
7.conclusions
In order to increase the possibility of using mobile banking by citizens, considering effective factors and developing and implementing appropriate policies by banks seem to be necessary and inevitable. Given the decisive role of external factors in Hashemian & Isaei (2014) , Davis (1989) and Wang et al. (2008) . Finally, among the technological factors, the impact of perceived costs and perceived credit on perceived usefulness of mobile banking and the impact of perceived quality on perceived ease of use were confirmed. The results of the research show that personal factors such as previous experience and previous knowledge of mobile banking have a significant positive impact on perceived ease of use and perceived usefulness of mobile banking. Social factors including subjective norms, trust in technology and the need for interaction had a significant positive impact on perceived ease of use and perceived usefulness of mobile banking. However, only the positive impact of trust in technology and the need for interaction on perceived ease of use was significant. Organizational factors including the availability of support, security and privacy, and the features of the system and web had a significant positive impact on perceived ease of use and perceived usefulness of mobile banking. Among technological factors, only perceived costs and perceived credit had a significant positive impact on perceived usefulness of mobile banking. Moreover, only the positive impact of perceived quality on perceived ease of use of mobile banking was confirmed. Perceived usefulness and perceived ease of use had a positive effect on attitude toward mobile banking. In addition, the positive impact of attitude towards the use of mobile banking on the intention to use mobile banking and the impact of this latter on the use of mobile banking was confirmed.
According to the obtained results, bank managers are recommended to use mass media, especially television advertising, radio, newspapers and various magazines to introduce the features and advantages resulting from the use of mobile banking and, hence, increase the awareness of customers about this technology. Additionally, trial versions of mobile banking can provide Given the impact of security on the use of mobile banking, through informing customers of security issues and the standards observed by the bank to increase their awareness and providing financial insurance against any Internet misuse and possible errors in the payment or receipt of funds, manager can make customers use mobile banking as they feel more secure. Reduced downtime in mobile banking tools, increased transactional quality and the storage of transactions in databases, the development of hardware, software, technical, legal, cultural and security infrastructures, and the design of easy and more attractive applications, can lead to the expanded use of mobile banking as they improve the support of mobile banking system and services. In addition, banks' marketing managers are recommended to provide mobile banking technology with various advantages such as low cost, validity and reliability, and having better quality compared with the other means of e-banking, so that they can encourage customers to use this technology. Using measures such as the simplification of the design of applications, easy access, and getting the viewpoints of customers to make mobile banking more user-friendly, banks should take steps to improve the perceived ease of use of mobile banking. Furthermore, the possibility to offer most services of e-banking system through mobile banking and increase the speed of transactions can improve the usefulness perceived by customers and, thus, their tendency to use mobile banking.
It is recommended that future researchers test the model of this research as comparative study between public and private banks in order to compare the viewpoint of customers about hardware and software structures of these two main sections of banking industry. In addition, researchers are suggested to investigate the model of this research for other new technologies, especially e-banking tools. Finally, it is recommended that future researchers, by adopting a macro perspective, consider variables such as macroeconomic indicators, cultural and political conditions and evaluate the effects they may have on the intention of customers to use mobile banking.
The main limitation of this was the collection of data by using a related questionnaire. Some bank employees did not show the necessary cooperation in responding the questions of the questionnaire. Owing to the lake of face-toface, by phone and even Internet communication channels, the questionnaire was not distributed among some other employees. Another limitation was related to having access to some databases in order to identify the factors influencing the adoption of mobile banking technology and access to a standard questionnaire. According to this limitation, some factors influencing the adoption of mobile banking technology were eliminated from the process of the research. 
ХИБРИДНИ МОДЕЛ ФАКТОРА КОЈИ УТИЧУ НА УСВАЈАЊЕ МОБИЛНИХ БАНКАРСКИХ ТЕХНОЛОГИЈА КОД КЛИЈЕНАТА ИРАНСКИХ БАНАКА bagher Asgarnezhad nouri, Milad soltani Извод
Ова студија има за циљ креирање хибридног модела за усвајање мобилног банкарства у банкарској индустрији Ирана. На основу разматраних модела усвајања технологија, главни ефективни фактори су подељени у четири опште категорије, укључујући личне, друштвене, организационе и технолошке факторе. Популација посматрана у овој студији састојала се од клијената државних банака. Обзиром на величину популације, на основу Морганове табеле, изабрано је 384 клијента као узорак у студији. Стандардни упитник коришћен је за прикупљање потребних података за све варијабле истраживања. Хипотезе истраживања су тестиране коришћењем модела структуралних једначина уз помоћ софтвера "АМОS". Резултати показују да неки лични, друштвени, организациони и технолошки фактори имају позитиван значајан ефекат на перцепцију корисности и перципирану лакоћу коришћења мобилног банкарства. Утврђена корисност и перцепција једноставне употребе имају позитиван значајан утицај на став према мобилном банкарству. Поред тога, потврђен је и значајан позитиван ефекат односа према употреби мобилног банкарства на тенденцију коришћтења мобилног банкарства и обрнуто.
Кључне речи: мобилно банкарство, модели прилагођавања технологија, лични фактори, друштвени фактори, технолошки фактори, организациони фактори, опажена корисност, перцепција једноставне употребе centric study focused in Saudi Arabia.
